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     Building on previous research results on conventional word of mouth 
(WOM), electronic word of mouth (e-WOM), perception risk, involvement 
theory, purchase intention, etc., this project composed a model on how 
negative e-WOM affects purchase intention of tourists. Tourist industry 
has been booming drastically as economy develops, the number of tourists 
in hot spots has been growing continually as well, while negative e-WOM 
shows an important impact among it. Being in an era of Internet, online 
e-WOM has become essential referent information for visitors to tourism 
decision-making as the rapid development of Internet technology.Compared 
with conventional WOM, e-WOM can break through the limit of time and space 
and promotes the influence of WOM information greatly. There is a large 
quantity of negative WOM mingled among mass information of tourism e-WOM. 
Therefore, this project takes it as the subject to discuss its influence 
on tourist purchase intention. Furthermore, taking Xiamen as a example.    
This project analyzes how purchase intention is influenced by the 
factors of the quantity, intensity, professional scale of communicator 
and  relationship strength between communicator and recipient synthe 
-tically. This project also discusses the intermediating role of perce- 
ption risk and the regulating role of involvement. 
    This project collected 322 valid questionnaires through both ways of 
online and offline, and made data analysis based on data gathered using 
SPSS 19.0. Thus, the author drew conclusions as follows:(1) Negative e-WOM 
has a significant impact on purchase intention of visitors, the strength 
of Negative e-WOM , the professional scale of communicator and the 
relationship strength between communicator and recipient have positive 
significant correlations to purchase intention of visitors as well; (2) 
















professional scale of communicator and the relationship strength between 
communicator and recipient have positive significant correlations to 
perception risk; (3) Perception risk has a negative significant impact 
on purchase intention of visitors; (4) Perception risk plays an 
intermediating role to the impact of negative e-WOM towards purchase 
intention of visitors and a partially intermediating role to the impact 
of professional scale of communicator and relationship strength between 
communicator and recipient towards purchase intention of visitors; (5) 
The degree of involvement plays an regulating role to the impact of 
negative e-WOM towards purchase intention of visitors. It regulates the 
correlation between professional scale of communicator and purchase 
intention in a positive way, so as in the correlation between the strength 
of Negative e-WOM and purchase intention,and the relationship strength 
and purchase intention  regulates the correlation between relationship 
strength and perception risk in a negative way, and regulates the 
correlation between perception risk and purchase intention in a negative 
way .  
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1  绪论 
1.1  研究背景 
 











达 5336.66 万人次，同比增长了 14.45%，同时，旅游总收入同比增长 16.29%达
722.09 亿元[2]。 
    根据中国旅游研究院发布的报告，2014 年春节期间厦门成为中国境内十大




浪屿吃一顿饭花了 13000 元，经过全力交涉， 后付了 10000 元，希望有关部门













































































































2  文献综述 
 
2.1  口碑相关概念  
 





















































































2.1.3  负面网络口碑概念  
 
     笔者根据已有资料，对国外学者关于负面口碑的主要观点整理如下表所示。 
 
表 2-1  国外学者关于负面口碑主要观点 




































2.2  口碑传播影响机制的相关研究     
 

















Hovland et al. 在《传播与说服》中将影响传统口碑沟通效果的因素划分
为传播者(来源)因素、信息内容因素以及接收者因素三个方面[26]。之后的研究者
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